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ABSTRACT 
 
 
 
 
 Performing arts organizations are helping create a more adaptable and 
innovative workforce by providing the business sector with corporate workshops 
that utilize theatrical and improvisational techniques that build leadership skills and 
promote teambuilding.  
 This paper aims to help performing arts organizations see the mutually 
beneficial practice of offering corporate training workshops. These programs not 
only help businesses explore the ways in which they can remain relevant and 
innovative in today’s competitive global market, but in doing so, they also create 
sustainability for the arts organization itself. Performing arts organizations must 
expand marketing efforts for corporate training programs, which not only increase 
earned revenue but also raise awareness about the role of the arts in the creation of 
a more innovative and adaptive workforce. While some performing arts 
organizations may look at this as “going corporate,” the organizations that provide 
these workshops truly see this as yet another way that the arts are able to positively 
impact our communities. 
 
 
 
 
 
 1 
INTRODUCTION 
 
“Awakening creative potential in someone else is the most beautiful gift you can 
give.” –Alan Brown1 
 
“Art for art’s sake” has never been an ideal closely held by Americans. The 
struggle to find adequate public funding for the arts has been extremely difficult 
since the culture wars of the 1980s and ‘90s, and the economic recession of 2007 - 
2009 has only made the situation that much harder. During these tough economic 
times, many nonprofit arts organizations are looking for ways to diversify their 
funding and increase earned revenue. While there has been a strong focus on 
educational programming to help fulfill this goal (while also fulfilling a huge gap in 
the public school system), it is time the arts look to support another crucial issue in 
the United States: the creation of a more adaptable workforce that is better 
prepared to rebuild the nation’s economy through creativity and innovation.  
I attended National Arts Advocacy Day in Washington D.C. in April 2013. The 
hosting organization, Americans for the Arts (AFTA), spent a day training 
enthusiastic arts advocates on the main objectives of Arts Advocacy Day. One of 
those objectives was to ask legislators to increase funding for the National 
Endowment for the Arts (NEA). We were armed with plenty of information, 
                                                        
1 The researcher participated in a one-on-one session with Alan Brown on April 29, 2014 as part of a 
residency Brown was holding within Drexel University’s Arts Administration Graduate Program. 
 2 
including important figures from AFTA’s 2012 report Arts & Economic Prosperity IV, 
which AFTA labeled as “the most comprehensive study of its kind ever conducted.”  
And yet, armed with the information that in FY 2010, the arts and culture sector put 
$61.1 billion into the economy while also providing 2.2 million jobs, arts advocates 
once again found themselves this year asking Congress not to cut funding to the 
NEA. Unfortunately, it appears as though the “economic impact argument” is not 
making as much of an impact as arts advocates would hope. While those in the arts 
will always tout the benefits of how important the arts were in their education, the 
argument regarding arts education in the public school system also seems to carry 
less weight with our elected officials. This made me wonder, “What about arts 
education for adults?” Educators and advocates often discuss the correlation 
between youth participation in the arts and greater academic achievement 
(Catterall, Dumais, and Hampden-Thompson 2012; Fiske 1999), so how can we as a 
sector show a practical, beneficial correlation between the arts and the everyday life 
of a working, taxpaying adult? While many performing arts organizations offer 
classes geared towards adults, I am interested in making a comparison similar to 
that of arts education and how that improves youth test scores and overall academic 
success. In this regard, the parallel for adults is the correlation between adult 
participation in the arts and overall achievement and success in the workplace. In 
order to better engage our communities and leaders in arts advocacy, we must look 
at how the arts play a pivotal role in the economic impact of other fields and 
industries. 
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For years, corporations and businesses have explored a variety of ways to 
energize their employees in the hopes of creating a greater sense of camaraderie 
and increasing productivity. In recent years, the corporate world has noted the 
importance of creativity (the ability to come up with a new idea) and innovation 
(the ability to implement new ideas), and their connections to productivity and 
success; some of these businesses are turning to performing arts organizations to 
help them increase creativity and innovation in the workplace. In order to help the 
corporate world address the growing demand for creative and innovative workers, 
performing arts organizations have begun offering corporate training programs, 
which utilize the basic techniques of performance and improvisation in order to 
enhance leadership skills and promote teambuilding. The issue of corporate training 
exercises based in the performing arts is important to the sector for two reasons: 1) 
It helps highlight yet another reason the arts are a crucial part of our everyday lives 
and education; and 2) It points to a new stream of earned revenue, which is 
paramount in a time when so many nonprofit organizations are competing for 
contributed funding. 
This paper will examine theatrical techniques as well as improvisational 
techniques and their applications in a corporate setting, which will call attention to 
the many connections between a successful performing arts organization and a 
successful corporate business. While these corporate training programs are 
certainly helping strengthen the American workforce, the benefits are not one-
sided. The aim of this paper is to show how these corporate workshops can provide 
a platform for the performing arts to showcase their worth in a broader context 
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while also highlighting a new way in which performing arts organizations can 
diversify their earned income.  
Throughout my primary research, I found that each performing arts 
organization I spoke with did not have any specific marketing strategy for these 
corporate workshops. Many of them stated that most of their business comes to 
them through word of mouth, and any initial research the businesses might have 
conducted prior to reaching out to the performing arts organization was done by 
exploring the theatre’s website. While each organization stated that they would like 
to increase marketing efforts, only one of them mentioned having a more structured 
marketing plan, which the theatre is hoping to roll out later this year. How much 
more successful could these corporate workshops be if marketing efforts were 
increased? How can performing arts organizations capitalize on the demand for 
arts-based workshops in order to bring more business to the organization and 
increase earned revenue?  
 
The Role of Creativity and Innovation in the Corporate Sector 
 Since December 2007, the United States has been dealing with the worst 
economic downturn since the Great Depression. According to a 2010 IBM global 
CEO study which surveyed 1,541 CEOs, general managers, and senior public sector 
leaders, the interviewees told IBM that today’s business environment is “volatile, 
uncertain and increasingly complex” and that “successfully navigating an 
increasingly complex world will require creativity” (Tomasco 2010, 1). In making 
the connection between the arts, creativity, and innovation, philosopher and critic 
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Martha C. Nussbaum, who was quoted in the 2013 report The Heart of the Matter, 
stated:  
Nations such as China and Singapore, which previously 
ignored the humanities, are now aggressively 
promoting them, because they have concluded that the 
cultivation of the imagination through the study of 
literature, film, and the other arts is essential to 
fostering creativity and innovation… We in the U.S. are 
moving away from the humanities just at the time that 
our rivals are discovering their worth (59).  
 
In order to create a workforce capable of moving America away from the effects of 
the recent recession, businesses have begun looking to creativity and innovation as 
top priorities. In a 2013 report released by the American Association of Colleges and 
Universities, 93 percent of the 318 corporate leaders surveyed agreed that creative 
skills such as critical thinking and complex problem solving were regarded more 
highly than a job candidate’s undergraduate major (Marcus 2013). 
 Much of the literature on the qualities needed in today’s workforce often 
echo the sentiments of flexibility and adaptability in the face of an unpredictable 
market (Dess 1997; Tepper 2013). The need for a creative and innovative workforce 
has become so predominant, that the concept has found its own place within higher 
education. For example, Drexel University now offers a Master’s of Science in 
Creativity and Innovation through the School of Education, and the program’s 
website spotlights the varying fields in which creativity and innovation are sought 
(M.S. in Creativity and Innovation n.d.): 
The M.S in Creativity and Innovation is applicable to an 
array of positions in various environments, including 
marketing, engineering, biomedical applications, 
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graphic design, public relations, sales, advertising, 
healthcare, and fashion, to name a few. 
 
 Much of the initial research discussed how the principles of creativity and 
innovation are being harnessed within Research & Development (R&D) teams (Jana 
2012; Jaruzelski, Loehr, and Holman 2012; Fournier 2013), but this paper will show 
that creativity and innovation are not just for R&D anymore. As the economy slowly 
shifts from being centered on the corporations to being customer-driven (Florida 
2002), the employees creating products or services aren’t the only ones who need to 
be innovative and adaptable. Nancy Tennant Snyder, the VP of Innovation & Margin 
Realization at the Whirlpool Corporation, places customer needs – not the 
company’s internal beliefs – at the center of Whirlpool’s innovation efforts (Snyder 
and Duarte 2008).  
As the paper will later explore, businesses are applying the principles taught 
in performance art-based corporate workshops for more than just teambuilding. 
One such application is customer service – regardless of the product or service 
being offered, every business has customers and must consider how training those 
employees “working the front line” can increase profitability. In this age of 
technology, a company that has employees who are better trained to make an 
authentic connection with customers will most certainly stand out amongst its peers 
(Daum 2013; Florida 2002; Pink 2006), and one of the marks of truly successful 
theatre is the presence of an authentic connection – not only between actors, but 
between the actors and the audience. In order to solve the complex and 
unpredictable problems of the global market, businesses and corporations must 
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take a new approach if they wish to have creative, productive breakthroughs (Syrett 
and Lammiman 2002; Dess 1997; Mumford 2000). 
 
The Role of the Arts in Promoting Creativity and Innovation in the Workplace 
 The 2013 article “Is an MFA the New MBA?” lists some of the 
prominent skills possessed by artists that are crucial to dealing with an ever-
changing environment: “…creativity, resiliency, flexibility, high tolerance for risk 
and ambiguity, as well as the courage to fail” (Tepper 2013, 3). Many performing 
arts organizations have recognized the role the arts play in harnessing these skills 
and created corporate training workshops based on the recurring concepts found in 
theatre and improvisation. The parallels between the performing arts and the 
corporate world are extremely similar when looking at some of the very basic 
elements: 1) Like so many businesses, theatre operates under tight timeframes and 
requires the knowledge and input of a diverse group of individuals with varied 
talents (Bauriedel and Klein 2013); and 2) At the educational level, students with a 
theatre background are just as experienced with the selling of a product as their 
business school counterparts. Some would even say that theatre students are better 
equipped for sales because while business students are discussing theory and best 
practices in the classroom, theatre students are actually selling a product to the 
public, often multiple times a year (Sibley 2013). 
 Experts in both the fields of business and theatre state that adults learn best 
through doing, or what is often referred to as “experiential learning” (Klein 2014; 
Block 2014). Snyder and Duarte (2008) have found that the most effective problem-
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solving model includes the following steps: “do it, reflect on it, get new information 
about it, and apply it (repeat)” (149). Those with a background in the performing 
arts are extremely well-versed in the practice of spending hours working on the 
same scene, the same movement, or the same piece of choreography. In the theatre, 
actors often rehearse the same short scene, get feedback from the director while 
also reflecting on their interaction with their scene partners, and then repeat the 
process having taken into account new information, thoughts, and feelings. While 
some of the components of traditional theatre and performing arts were certainly a 
part of the literature, the most predominant techniques found in the research are 
most often associated with improvisational theatre. 
 The most common themes of improvisation (improv) found 
throughout the literature include: risk-taking, accepting the ideas of others, listening 
before acting/reacting, and making everyone on the “team” look good (Tabaee 
2013; Blanchard and Blanchard 2013; Crossan 1997; Leonard and Swap 1999; 
Libera 2004). Of all these themes, the one that most business leaders and experts 
seem to focus on is that of risk-taking (What Chief Executives Really Want 2010; 
Crossan 1997). In a time of economic and social uncertainty, many people might 
think that it is best to be conservative – to not “rock the boat,” but instead provide 
products and services with which people are comfortable and familiar. However, 
“History shows that enduring social change occurs not during economic boom times, 
like the 1920s or 1990s, but in periods of crisis and questioning such as the 1930s – 
and today” (Florida 2002, xxx). One such story comes from Dess (1997) in which the 
author notes how sometimes, great ideas or products can actually be the result of a 
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failure. Dess (1997) does this by recounting the story of 3M inventor Francis G. Okie, 
who in 1922 attempted to sell sandpaper as a replacement for men’s razor blades. 
The idea failed, but it led to 3M’s first “blockbuster product” – a waterproof 
sandpaper that became a standard of the automobile industry. Performing arts 
organizations must continue to emphasize these deep foundational correlations to 
show our communities why art is crucial to our society by making the connection 
between how the arts are directly related to economic success (Gallagher Jr. 2013).  
 
Methodology and Limitations 
 The primary research for this paper consisted of phone interviews with five 
theatre companies from across the country (each of which offers corporate training 
programs) and three of their corporate clients. These interviews were conducted to 
both support and build upon the secondary research which included peer reviewed 
publications, articles and books from leaders in the fields of art and business, and 
various online resources that provided information on performance art and 
improvisational techniques and corporate training workshops based in these 
techniques. Academic research on this topic was extremely limited. While there 
seem to be a number of online articles, blogs, and even nonfiction books touting the 
benefits of using theatre and improvisational techniques in the corporate world, I 
was only able to find two other academics who have written on the topic: Dr. Farnaz 
Tabaee (2013), a former Pepperdine University doctoral student who studied 
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organizational leadership; and Gijs van Bilsen (2010), a former TSM2 Business 
School graduate student who studied business administration. To my knowledge, 
this may be the first academic paper on the topic written by a student whose 
background and knowledge lies within the field of the performing arts and not in 
business. 
 Much like the majority of secondary research I found, Tabaee and van Bilsen 
both focused on the effects of improvisation on leadership (Daum 2013; Leonard 
and Swap 1999; Posner 2008). Yet, what I found in my primary research with 
businesses that have utilized these theatre- and improv-based workshops is that 
they were interested in a more holistic approach that included employees at all skill 
levels - not just upper management. In order to help expand the academic research 
on this topic, this paper will build upon improvisational skills for leaders and 
discuss how effective leadership is an important tool in successfully implementing 
these techniques at every level. Bauriedel and Klein (2013) call on creative input 
from everyone involved in order to successfully complete the crucial step of 
“ideation and envisioning.”  
 Initial research on the literature showed an abundance of information on the 
use of the visual arts and graphic design in the fields of engineering, science, and 
technology (Pink 2006; Fournier 2013; Wilson 2013; Lamont 2010), as well as 
documenting the growing case for STEAM - an education model that incorporates 
the arts along with the more traditional core subjects of science, technology, 
engineering, and math (Pomeroy 2012; Ray 2013; Maeda 2012). In order to help 
                                                        
2 It does not appear as though “TSM” is an abbreviation of any kind, but is simply the name of this 
particular business school, which is located in the Netherlands. 
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supplement this research, this paper will discuss the use of performing arts – 
specifically theatre and improvisation – and its use in a wider variety of business 
and corporate settings. 
 This paper aims to help performing arts organizations see the mutually 
beneficial practice of offering corporate training workshops. These programs not 
only help businesses explore the ways in which they can remain relevant and 
innovative in today’s competitive global market, but in doing so, they also create 
sustainability for the arts organization itself. Performing arts organizations must 
expand marketing efforts for corporate training programs, which not only increase 
earned revenue but also raise awareness about the role of the arts in the creation of 
a more innovative and adaptive workforce. 
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CHAPTER ONE: A STUDY OF COMEDYSPORTZ PORTLAND AND WESTERN 
NATIONAL INSURANCE GROUP 
 
 
ComedySportz Portland 
ComedySportz was founded in Wisconsin in 1984 by Dick Chudnow, and now 
has 24 locations – 22 nationwide, 1 in Germany, and 1 in the UK. According to the 
ComedySportz/World Comedy League website, ComedySportz is “improvisational 
comedy played as a sport” (ComedySportz® and The World Comedy League 2014). 
To combat the misconception that improvisational comedy is the same thing as 
standup comedy, the website also states that “improvisational comedy involves a 
whole group of performers making up scenes and playing games on the spot based 
on audience suggestions” (ComedySportz® Basic Information 2014). In January 
2014, I spoke with ComedySportz Portland’s (CSz Portland) Co-Owner & General 
Manager, Patrick Short, a 25-year ComedySportz veteran. As I found to be the case 
with every theatre contact I interviewed, Patrick was extremely eager to talk about 
the topic, understanding how important it is to both the corporate world and the 
field of the performing arts.  
In my initial research, I found I had difficulty figuring out whether or not 
certain performing arts organizations offered corporate training programs. That 
was most certainly not the case with CSz Portland, however. The organization has 
multiple places throughout the website that link to their corporate shows and 
programs, which serve a variety of fields including, but not limited to: technology, 
medical, manufacturing, distribution, retail, engineering, and media.  
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 While teambuilding is still one of the most common reasons a business 
reaches out to Patrick, he noted that the thing that’s “exploding” in Portland right 
now is customer service. Three out of the four events Patrick had done the week 
before were all focused on customer service. Patrick finds that more and more 
companies are realizing that while staff members are trained on the products, there 
is a lack of training staff in how to deal with customers. According to Patrick, 
“Service is huge right now.” It’s certainly not surprising given a finding from the IBM 
2010 Global CEO Study which stated that “getting closer to customers” was the most 
important strategic goal for 95 percent of the top performing organizations 
surveyed (Tomasco 2010).  
 When asked how businesses are utilizing improv to enhance customer 
service skills, the first improv technique Patrick mentioned was listening skills, 
which has been touted as one of the main pillars of improvisation (Bernard and 
Short 2012; Crossan 1997; Libera 2004) as well as one of the key components for 
building successful business relationships  (The Heart of the Matter 2013). 
Improving listening in turn improves communication, allowing people to be more 
receptive to the thoughts and ideas of their colleagues and customers. As Patrick put 
it, it’s about “meeting people where they are.”  
One improv technique that might not come immediately to mind when 
thinking of customer service is that of risk-taking, which Patrick feels allows people 
to step outside what’s always been done and trust intuition: “You know, you might 
have a rock-solid policy, but there are times when you have to dump the policy to do 
what’s good and what’s right.” He referred to this as “taking competent risks” – a 
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very prevalent theme in the research surrounding organizational improvisation and 
organizational survival (Florida 2002; Shalley and Gilson 2004; Snyder and Duarte 
2008).  Leonard and Swap (1999) refer to this as “intelligent failures.” 
Improvisation can sometimes be one mistake after another, but the intriguing thing 
about improv is how these mistakes are embraced – improv must constantly move 
forward in order to succeed, so there’s no time to point fingers or place blame when 
mistakes are made. Patrick touched on his own experience working with vendors as 
well as running an organization that provides a service: 
I love it when somebody tells me, “Oh, we double-billed 
this customer and we have to take care of it.” Because 
what happens is, we end up fixing it and making a fan 
for life. …We want people to get value. They call 
expecting nothing, and they get pretty much exactly 
what they want. And when we’ve made the mistake, it’s 
an opportunity for us to learn how to avoid it next time 
– it’s an opportunity to convert somebody into a fan for 
life. When I work with companies, I’m not interested in 
how they work with me regularly – that’s cool, but 
inevitably, somebody’s going to blow something, and 
what happens when they do? 
 
 So how exactly does an improvisational theatre decide to start offering 
training to the corporate world? One night in 1989 after a show with CSz San Jose 
(where Patrick worked from ’87 to ’92), he and some fellow cast members were 
approached by a group of men who had been in the audience. They told Patrick and 
his colleagues, “We want to think like you. It looks seamless. You agree on 
everything, you’re always moving in the same direction – it’s like somebody has an 
idea and everyone goes with it.” These men who wanted to think like 
improvisational actors were software developers from Apple – a globally recognized 
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brand whose name is often synonymous with the words “creativity” and 
“innovation.” At the time Patrick was approached, however, this group of software 
developers was struggling to agree on their goals – not to mention the path needed 
to get to those goals. 
 Patrick and his colleagues taught their Adult 101 syllabus at Apple’s 
Cupertino campus for six weeks for a group of ten to twelve employees. At the end 
of the six weeks, CSz San Jose received a check, and Patrick said he recalled thinking, 
“Okay – we have a new business.” During a time when so many nonprofit arts 
organizations are seeking to increase their earned revenue streams, offering 
corporate training seems like a natural fit, especially for organizations that already 
offer classes or workshops that can be used as a basis for corporate training. There 
is also an extremely large pool of potential clients, as the training offered applies to 
businesses of all sizes and backgrounds. 
 Patrick’s experience has shown him that the types and sizes of organizations 
that want to utilize improvisational techniques is extremely diverse – these 
techniques aren’t just for high-tech companies with a focus on innovation or design 
(such as Apple or one of CSz Portland’s more recent clients, Intel). Another CSz 
Portland client, Nike, has brought Patrick and his team in on approximately 30 
different occasions to work with various departments inside the organization, so 
there is most certainly opportunity to build relationships with returning clients. But 
performing arts organizations don’t have to feel like they must go out and pitch 
corporate training workshops to the largest corporation in their area – smaller 
organizations and local businesses are also recognizing the value of improvisational 
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workshops, especially if a large part of their business is customer service (i.e.: retail 
or food service).  
 Given CSz Portland’s attitude toward the importance of quality customer 
service, it’s not surprising that many of their current and potential clients are 
looking to strengthen this same area within their own organizations. One such client 
is an insurance company, Western National Insurance Group, that Patrick and his 
colleague Doug Ocar (from ComedySportz Twin Cities, Minneapolis) began working 
with in October 2013, which provided me with the business perspective on utilizing 
improvisational theatre techniques in the workplace. 
 
Western National Insurance Group 
 Western National Insurance Group is a private mutual insurer based in 
Minnesota that serves the Midwestern, Northwestern, and Southwestern United 
States. According to their website, “…our company has always defined success as a 
measure of the relationships we’ve built over time. We believe it’s this commitment 
to relationships that explains our stability and growth over the past century, and 
which will continue to do so in the years to come” (About Us – Western National 
Insurance 2014). This statement makes it very clear that high quality customer 
service is a key value of this organization – it is embedded in their culture. At the 
end of my conversation with Patrick Short from ComedySportz Portland, he told me 
he would be more than happy to put me in touch with Mara Bain, Western 
National’s Chief Experience Officer. The title alone is an indicator of just how highly 
regarded this value is in the organization. In a press release dated April 23, 2013, 
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Western National explained the role of this new position: “…responsible for 
providing a comprehensive view of the customer strategy that maximizes 
acquisition, retention, and profitability. ‘Western National, with its Relationship 
Company tagline, is already a customer-focused company, but this new role will 
seek to take what we do for our agents and policyholders to a whole new level,’ said 
Stuart Henderson, President and Chief Executive Officer.” 
 In an interview Mara conducted earlier in 2014, she discussed how Western 
National agents were considered a customer segment due to their wide reach and 
impact. Mara felt enhancing the experience of the agents ultimately impacted the 
service they provided to the “ultimate customer” (Tincher 2014). This ideal is 
exactly what ComedySportz stresses in their workshops: “Customer service begins 
inside your company. You can’t take care of customers if you can’t take care of each 
other” (Bernard and Short 2012, 80). In order to begin working on enhancing 
customer service both inside and outside of the company, Mara created the 
Customer Experience Framework (Appendix A), which Patrick felt as if it could have 
been written by CSz Portland’s corporate workshop team due to the parallels 
between the language of the framework and how CSz Portland describes their work 
with corporate workshops.  
Some examples pulled from the Framework include the following:  
A) Aspirations – Beliefs: Mistakes will happen. Move on.  
B) Aspirations – Behaviors: Anticipate need. Listen. Impress with solutions. Be 
creative. Work together.  
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C) Strategic Priorities: Celebrate often (internally and externally). Meet the 
customer where they live.  
The mission of the Framework is “To Anticipate and Impress,” and those two 
ideals are emphasized throughout the plan. In order to anticipate the customer 
needs, the agent must listen, and as stated earlier, listening is a pillar of successful 
improvisation as well as a primary function of providing excellent customer service. 
So if Mara already seemed to have such a strong vision for enhancing customer 
service, why call ComedySportz? According to Bain: 
…adult learners tend to think, ‘Oh, this is so much 
beyond me. I know how to communicate.’ When really, 
some people don’t. And this is a way of effectively 
showing where there are obvious improvements that 
can be made in a way that doesn’t threaten or offend 
and doesn’t seem like you are talking down to people. 
 
Throughout the research, both business and improvisation experts alike have 
expressed how crucial it is to create a safe environment in which employees or 
participants feel safe and willing to take risks (Pong  2014b; Shalley and Gilson 
2004; Thompson and Choi 2006; Tepper 2013; Tabaee 2013). Mara also thought 
utilizing the arts would be an effective way to help enhance the core belief of 
creativity, which Western National is “constantly focusing on.”  
This idea is certainly not exclusive to Western National – many corporations 
are recognizing that creativity is crucial to organizational success in an ever-
changing economy (The Heart of the Matter 2013; Florida 2002; Thompson and 
Choi 2006). According to the IBM 2010 Global CEO Study, the CEOs surveyed believe 
that in order to successfully adapt in an ever-changing world, creativity will be 
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required above the more traditional management qualities of management 
discipline, integrity, and even vision (Tomasco 2010). And according to a 2010 
BusinessWeek article entitled What Chief Executives Really Want, CEOs have 
pinpointed creativity as the “necessary element” for organizations that wish to 
further develop and enhance customer relations.  
When asked if she felt that the workshops exceeded her expectations, Bain 
first explained what her goals were for the ComedySportz workshop: “1) Introduce 
to the organization and to reinforce to the organization our investment in the 
customer experience is real and it’s important, and this is what we mean by the 
‘customer experience.’ 2) Our goal was to provide people with some real, tactical 
communication tools that they can use in their everyday lives.” While Mara 
mentioned she wouldn’t say that communication and listening have been 
completely transformed, the workshop certainly raised awareness. An interesting 
effect she has also found is that it has piqued people’s interest – the employees seem 
to be more receptive to other things the company sends in the same vein of 
professional development. Mara has been able to provide the employees with 
something that is not only interesting but also relevant to their work. She feels the 
employees are now eagerly wondering, “What’s next?” While Mara did not say 
whether or not what her next workshop might be, she did tell me that 
ComedySportz was also providing the same workshop to the Western National 
Insurance regional branch in Anchorage, Alaska. 
The workshop exercises not only touched on the ways in which Western 
National can better serve its customers, but it came back to the core message Patrick 
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values so much about starting from the inside out. One of the workshop exercises 
involved the employees working together to draw a picture – one person would 
actually guide the other person’s hand. Every five minutes, people switched who 
they were working with. Mara felt this really helped internal relations, as there were 
people working together in this exercise that have maybe never really had a 
conversation, but the workshop allowed the employees to get to know each other 
better. This was an exciting benefit for Mara, as she was initially met with some 
hesitation when she first presented the idea of doing an improv workshop. The 
majority of the personalities that would be involved are more introverted, and the 
Western National President was concerned no one would be willing to engage if 
they were constantly worried they’d have to “perform.” Mara said it made some of 
the nervous employees relax to hear that the only expectation was that each person 
be willing to have a conversation with the person sitting next to them.  
However, Mara stressed that these types of workshops should not be seen as 
beneficial only for people with introverted personalities. Any company that wishes 
to better their customer service can benefit from improv, because according to Bain: 
Every single customer interaction is an improv 
experience. So that core foundation improv uses to 
communicate is relevant whether you are working front 
counter at a fast food restaurant, whether you are on 
the phone in a claims center, or whether you are 
answering a billing question – those core elements are 
relevant.  
 
When describing why she thinks these types of customer service trainings 
are so crucial in today’s world, Bain states, “…there is such a need as we become 
more and more dependent upon technology. Those personal interactions need to be 
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that much more spot-on because people are that much more distracted.” Not only 
are strong interpersonal skills becoming that much more crucial as technology 
becomes more prevalent, but American workers should be looking to strengthen 
their interpersonal skills as more and more jobs are being shipped overseas – in a 
time when so many corporations are looking to simply conduct as many 
transactions as possible, the thing that will stand out in this economy is the business 
that is able to forge lasting relationships and whose employees are open and 
sensitive to different perspectives (Pink 2006; The Heart of the Matter 2013). For 
Mara, improv is a tool that really helps train employees in the importance of 
listening and making honest connections, which in turn, leads to a higher caliber of 
customer service. 
Mara also noted that much of the workforce coming out of college and into 
these customer service roles simply do not have the same skills and strengths that 
those who have been working in the field for several years possess. According to a 
study released by the American Association of Colleges and Universities, more than 
40 percent of employers don’t feel that our current system of higher education is 
properly equipping students with the skills they’ll need in order to succeed in the 
workforce (Marcus 2013). In his 2013 State of the Union address, President Obama 
even stated that “Our children will compete for jobs in a global economy that too 
many of our schools do not prepare them for” (The President Addresses Joint 
Session of Congress 2013). The next chapter will examine how a Philadelphia 
theatre company and the top business school in the country are working together to 
better equip the next generation of business leaders while also working with 
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experienced professionals looking to enhance their leadership skills while also 
building a cohesive and innovative working team. 
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CHAPTER TWO: A STUDY OF PIG IRON THEATRE COMPANY AND THE 
WHARTON LEADERSHIP PROGRAM AT THE UNIVERSITY OF PENNSYLVANIA 
 
 
 
 
Pig Iron Theatre Company 
 Pig Iron Theatre Company (Pig Iron) was founded in 1995 as an 
“interdisciplinary ensemble dedicated to the creation of new and exuberant 
performance works that defy easy categorization” (Pig Iron Theatre Company n.d.). 
Since its founding, Pig Iron has created over two dozen original works which have 
all premiered in the organization’s hometown of Philadelphia. What sets Pig Iron 
apart from most other theatre companies isn’t just their diverse and daring work, 
but the way in which the work is created – a style the Award-winning ensemble 
refers to as “actor-generated playmaking.” Traditionally, theatres have an 
organizational structure in which the director and/or playwright sets out his/her 
vision, and the rest of the team work to bring that vision to life. Pig Iron employs a 
more linear structure in which everyone involved – actors, the director, designers, 
technicians, and writers – “encounter” the material together (Bauriedel and Klein 
2013). Much like improvisational theatre, Pig Iron’s creative process is based on 
true collaboration. In January 2014, I spoke with Quinn Bauriedel, Co-Founder and 
Co-Artistic Director of Pig Iron Theatre Company, about Pig Iron’s Corporate 
Leadership Programs. 
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The beginnings of Pig Iron’s corporate programs stem from relationships 
Quinn had at the Wharton School of Business at the University of Pennsylvania. 
However, Quinn wasn’t only thinking about doing trainings for Wharton’s students – 
he was interested in how executives who were performing residencies at Wharton 
could utilize theatre techniques to help them improve management and leadership 
skills. The three primary workshops Pig Iron offers are: Team Building: “Play in a 
Day”; Creativity and Innovation; and Leadership Presence. Pig Iron has been offering 
these courses since 2007 through a program called Creating and Leading High-
Performing Teams, which is offered through Wharton Executive Education. 
While the first workshop, “Play in a Day,” is about team building, it reflects a 
recurring theme in the research regarding effective leadership: effective leaders are 
also supportive team players open to the ideas of everyone involved in the project 
or collaboration – a great leader knows that showing this kind of support brings out 
the best in each member of the team, creating greater productivity (Daum 2013; 
Leonard and Swap 1999; Libera 2004; Posner 2008). For “Play in a Day,” 
participants are put into teams and told that over the next 12 hours, each team will 
create and execute an original 10-minute play that should be worthy of a Tony 
Award. Pig Iron and Wharton both believe that it is in these moments, when people 
are outside their comfort zones and a significant task lay ahead, that great 
leadership is born (Bauriedel and Klein 2013). This concept of leadership within a 
group setting is highlighted by Pig Iron, Wharton, and a workshop participant in a 
2013 European Business Review article:  
Jesse Leon, an Account Director at Discovery 
Communications, Inc., commented… ‘The flocking 
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exercise [where participants follow the movements of 
leaders who shift from leading the “flock” to following a 
new leader] showed how we create unison. The role of 
the leader and the role of the team evolves, and we start 
to mimic behavior and follow each other.’ Leadership of 
the team, in theatre and in business, must smoothly 
transition from teammate to teammate as the skills and 
experience required by a dynamic environment also 
shift” (Bauriedel and Klein 2013, 18). 
 
In the Creativity and Innovation workshop, Pig Iron encourages participants 
to break with convention and look at problems from a variety of angles – it asks 
participants to value wild ideas that might typically be seen as too radical or 
impossible. This ideal is what Leonard & Swap (2013) refer to as “divergent 
thinking – a breaking away from familiar, established ways of seeing and doing” (6). 
According to the Pig Iron website, “Like many things, one’s creativity is like a muscle 
that needs to be exercised in order to realize its full potential” (Pig Iron Leadership 
and Team-Building Programs n.d.). Pig Iron believes this helps participants take the 
vital first step towards innovation. And they are certainly not alone in recognizing 
the role the arts play in the relationship between creativity and innovation (The 
Heart of the Matter 2013; Blanchard and Blanchard 2013; Tepper 2013).  
 Pig Iron recognizes the importance of creativity and innovation in today’s 
global economy and the need for leaders to embrace these principles as a part of 
their organizational culture. Less than twenty years ago, one would have had a 
difficult time finding a large corporation with a Chief Innovation Officer (CIO) on its 
leadership team, but the trend is becoming more and more common, mostly among 
larger, globally-recognized corporations (Johnson 2010). And this idea of having 
someone in a senior management role oversee innovation initiatives isn’t just 
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reserved for organizations that are typically thought of as being more creative or 
technologically advanced (The Walt Disney Company, SONY, and NASA all have 
senior roles similar to that of a CIO) – companies such as Long John Silver’s, US 
Bank, and Marriott International all have leadership that encompass the same ideals 
as the CIO (Speakers – Chief Innovation Officer Summit 2013). If corporate culture is 
defined by values, mission, vision, and hiring/firing/promotion criteria (Fishkin 
2013), then the rise of these types of senior management positions show an increase 
in creativity and innovation as central roles in corporate culture. 
 The final workshop, Leadership Presence, draws the parallels between a 
riveting actor and a successful business leader by utilizing the techniques actors 
hone to acquire a strong “stage presence” – exercises that focus on things such as 
breathing, body awareness, and contact all help build one’s confidence and self-
awareness, which leads to greater presence. As Baby Boomers begin leaving the 
workforce, the next generation of leaders is moving up the corporate ladder and 
into positions of leadership (Calo 2008). Quinn has found that while many of these 
“rising stars” might have the technical expertise required for their position, they 
need more training in how to become an effective and inspiring leader: “The higher 
somebody goes up in a company, the more opportunities and responsibilities they 
have to lead, to communicate, to have to make a presentation in front of the Board of 
Directors – high stakes situations where they’re called upon to be an effective 
communicator.”  
This concept really ties all three workshops together: teams require a leader 
with strong presence in order to stay focused and engaged (Bauriedel and Klein 
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2013; Tabaee 2013; Mumford 2000), and when each member of the team feels 
engaged and heard, creativity and innovation are more likely to thrive (Leonard and 
Swap 1999; Snyder and Duarte 2008; Tomasco 2010). In order to help train the next 
generation of leaders, Pig Iron has taken these same concepts and worked them into 
similar workshops that are a part of the regular curriculum for both undergraduate 
and M.B.A. students at Wharton. 
 
Wharton Leadership Program at the University of Pennsylvania 
 The Wharton Leadership Program is housed within the Wharton School of 
Business, which, along with Harvard and Stanford Universities, was recently named 
the top business school in the country (Best Business School Rankings 2014). Each 
year, Wharton welcomes 840 M.B.A. students and 600 undergraduates. The focus of 
Wharton Leadership is “dedicated to advancing Wharton’s distinctive blend of 
coursework, coaching, experiential learning and conferencing to develop the 
personal leadership capacities of our constituents at all stages of their careers” 
(About Us | Wharton Leadership n.d.). In March 2014, I spoke with Jeff Klein, the 
Executive Director of the Wharton Leadership Program, about the Leadership 
Development Workshop Series, which are one to three-day programs held on-
campus. They are free to students, and Jeff notes that there is always a long waiting 
list to get into the workshop series, which is where the Pig Iron workshops are 
situated. 
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 The leadership workshops created by Pig Iron Theatre Company are a large 
part of the experiential learning process at Wharton, which Klein stated is really a 
core Wharton approach to leadership development:  
The way we approach leadership development is to take 
our students out of familiar contexts and put them in 
new contexts, in a new environment, and teach them 
new skills. I think what we found was that the process 
that Pig Iron uses to create theatre, for me, has direct 
applicability to the ways in which teams within 
companies and organizations are also engaging in 
creative processes – whether it’s a new product that’s 
being developed, a new service, a new marketing 
campaign, a new IT process – whatever it is; and that 
there were really strong parallels that we’d be able to 
draw on. 
 
 Prior to developing this framework with Pig Iron, Jeff said that Wharton had 
tried outdoor expeditions as a means to engage their students in experiential 
learning. Through experimenting with other forms of activities that took the 
students outside their comfort zone and outside the classroom, Jeff found that the 
performing arts were a very dynamic way to communicate the material in a shorter 
amount of time. As most of these learning opportunities outside the classroom were 
typically a day-long event, Jeff found that utilizing art forms such as dance and 
improvisational theatre were highly effective in meeting his goals in the available 
time frame. Jeff mentioned the thought process behind this was thinking about ways 
that students would have to create something in one day, and what the students 
would learn about themselves in the creation process. For instance, when Wharton 
worked with renowned dance company Pilobolus and their Creative Services 
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program, students worked in teams to choreograph original dance numbers over 
the course of one day. 
 This concept of experiential learning through the performing arts also helps 
Wharton fulfill one of its core approaches to leadership development. As Jeff 
explained, Wharton emphasizes three core pieces of leadership development: 1) Be 
a student of leadership – seek out new knowledge and research regarding best 
practices for leadership; 2) Surround yourself with colleagues and mentors who will 
offer guidance and feedback; and 3) Seek and accept “stretch experiences.” In 
developing their leadership program, Wharton found that these stretch experiences 
account for a large percentage of adult leadership development. Jeff also feels that 
adults learn best when the experience is authentic, which is also an absolute 
necessity for successful theatre and improvisation. Connecting with something 
that’s truly authentic is also a central theme in another corporate workshop Quinn 
has developed that focuses on storytelling, which Jeff also mentioned as something 
Wharton has utilized in the past.  
 According to Tabaee (2013), “Experiential learning emphasizes that the 
learner attains knowledge, skills, and personal development by participating in 
relevant experiences” (65). Wharton students are not only stretching their 
boundaries by utilizing theatre techniques, but they are also being exposed to one of 
the greatest models for learning. While many organizations may claim to be a 
“learning organization,” theatre truly embodies learning through “repetitive 
experimentation” – the idea of “let’s try this” is a sentiment carried by both director 
and actors alike, which means, in essence, theatre is an experiential process (Posner 
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2008). The mentality of “let’s try this” is so prevalent in theatre and improvisation 
due to the safe spaces these art forms typically provide. In researching the 
correlation between theatre techniques and leadership skills, a few of the prevalent 
themes were taking risks in a safe space, clarifying communication through 
improved listening, and team building. Klein tied this all together very nicely when 
discussing the effects these workshops have had on the students: 
...when students are really taking risks in a supportive 
environment…the impacts go from self-identity and 
self-efficacy to specific, new skills that they’re trying 
out, like emotional intelligence; or active listening; or 
how to influence without authority; or specific 
behaviors around teamwork; to understanding and/or 
believing in team formation and in devoting time to the 
social and emotional side of teams, as opposed to just 
the task-focused side of them. … I can’t predict what 
people will learn, but I’m usually kind of wowed by it. 
 
 In discussing how he sees the performing arts fitting into the corporate 
world, Jeff had two interesting points: 1) Performing arts can help business leaders 
think in a non-linear way while also touting the rewards that can come from risk-
taking. 2) In getting to know his students, Jeff has found that the current generation 
of students is extremely passionate about finding a job that has meaning and gives 
them purpose. Jeff feels there is an assumption that the arts provide meaning and 
purpose not only to the creators of the art, but to those experiencing it as well – Jeff 
feels the arts also play an important role in making that connection between 
education, career, and passion or purpose. For Jeff and Wharton, Pig Iron presents 
their students with a valuable lesson in adaptive problem solving – a principle made 
famous by Ronald Heifetz, the Founder of the Center for Public Leadership at the 
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Harvard Kennedy School (who just so happens to be a physician and a cellist). 
Heifetz has extensively researched best practices for problem solving, and one of his 
major concepts that Jeff touched on is the idea of technical problems vs. adaptive 
challenges.  
 According to Heifetz, technical problems, regardless of how complex, can be 
solved using existing knowledge. “Adaptive challenges can only be addressed 
through changes in people’s priorities, beliefs, habits, and loyalties” (Heifetz, 
Grashow, and Linsky 2009, 19). Heifetz believes one of the most common leadership 
problems is mistaking an adaptive challenge for a technical problem and not 
changing the way the problem is addressed or explored. Jeff used the research of 
Heifetz to make the connection to why he feels the Wharton collaboration with Pig 
Iron has been so successful – Pig Iron is a truly collaborative process that requires 
input from every member of the team in order to think of new ways to produce 
compelling theatre. In this sense, Jeff feels “…that the Pig Iron program makes the 
case in a much stronger way than we ever could in a classroom…”  
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CHAPTER THREE: THE IMPORTANCE OF TEAMBUILDING 
 
 
 
 
Over the course of my 15 years in the workforce, I have held a variety of jobs 
outside the performing arts including waiting tables, working retail, and joining an 
office setting. In every job interview, I was asked to discuss my experiences working 
with a team, and I have always been able to draw from my time in the theatre. In 
traditional theatre, there are a myriad of contributors – the playwright, director, 
actors, designers, and crew (and that’s not even a complete list). Each one of those 
positions is needed to execute a theatrical production. In improvisation, there aren’t 
as many contributors, but it is certainly not a singular effort. While the previous two 
chapters discussed the use of improvisation and theatre to enhance customer 
service and leadership skills, team building was clearly at the root of both of the 
studies. In addition to the four organizations highlighted in the two studies, I also 
conducted phone interviews with three other performing arts organizations that 
specialize in improvisation: ComedySportz Philadelphia, The New Movement 
Theater, and UCB Workplace. I also spoke with PosiGen Solar Solutions, an 
organization that recently utilized the corporate training program offered by The 
New Movement Theater.  
 One of the recurring concepts discussed in both the interviews and the 
research was an improvisational technique called “Yes, and…” The concept is simple 
– the exercise forces participants to be open to the ideas and suggestions of others. 
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During this exercise, one participant makes a statement or suggests an idea, and the 
next participant must recognize the idea (“yes”) and then build on the idea (“and…”). 
Tami Nelson, who I conducted a phone interview with in January 2014, is the Co-
Founder of The New Movement Theatre (TNM), which is based in New Orleans and 
Austin. Tami noticed that the biggest take-away TNM’s clients mention is the 
principle of “Yes, and…” It is a concept TNM really drills into their corporate clients 
– not simply for team building purposes, but to help them realize that success can’t 
happen when ideas are constantly being shot down. In order to think creatively and 
be productive – in order to innovate – teams must be receptive to each other’s ideas 
and then build upon those ideas (Crossan 1997; Sibley 2013; Daum 2013; Pong 
2014a; van Bilsen 2010). 
In the 2013 Fast Company article What Improv Can Teach Your Team about 
Creativity and Collaboration, businessmen Ken Blanchard and Scott Blanchard wrote 
about their experiences participating in an exercise led by two Second City actors. 
Second City is a renowned improvisational theatre organization based in Chicago 
and Toronto. Alumni include Tina Fey, Bill Murray, Martin Short, and Tim Meadows, 
to name a few (History – Alumni – The Second City n.d.). Blanchard and Blanchard 
describe an exercise in which the actors broke everyone into groups three. Each 
group was tasked with planning a memorable company party. One person in each 
group was designated as the party planner and had to come up with creative party 
ideas. The other two members were instructed to reject each idea. The authors 
noted: “Even the most creative types gave up after four or five ideas. They lost their 
ability to come up with anything in the face of all that negativity.” During the next 
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round, the groups rotated roles – a new person pitched ideas while the other two 
were instructed to respond with a less harsh “yes, but…” Even though the two 
negating the ideas were providing feedback in both rounds one and two, the idea 
givers still felt as if they were getting nowhere and eventually gave up. Finally, the 
groups rotated roles once again, and the two listening to the idea giver were 
instructed to reply with “yes, and…” Not only were they to accept the idea, but they 
had to build on it as well. Blanchard and Blanchard wrote:  
The “yes, and…” response made all the difference. Ideas 
flowed. The groups generated innovative, creative 
approaches that none of the individuals would have 
come up with on their own. The increase in energy and 
collaboration was palpable as the room buzzed with 
animated conversations, laughing, high fives, and every 
other behavior you would expect to see when people 
are genuinely engaged with each other.” 
 
 This story highlights several concepts that are prevalent in improvisation: 
listening; creating a safe environment that encourages risk-taking; adaptability; and 
working as a team. Nick Napolitano, who I spoke to via phone in March 2014, is the 
Marketing Manager for PosiGen Solar Solutions - a New Orleans-based company 
which has done the corporate training program offered by The New Movement 
Theatre. Nick referred to this teamwork concept as “Ultimate Back Having,” or UBH 
– a term he credits to The New Movement Theatre, where he also works as 
Marketing Director. Nick is also an improv performer, so he was able to help his 
company make the connection between business and improv when he found out 
they were looking to work on teambuilding: “So no matter what, there’s always 
someone that, if you’re struggling…if the scene is failing or if there’s a sale you can’t 
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close, someone’s going to have your back.” Nick noted that the techniques of 
teambuilding apply not only internally, but externally as well. PosiGen was 
interested in both working on internal relations as well as client relations. Nick also 
noted that “yes, and…” really reinforces positivity – within those two small words, 
conflict and negativity are rejected.  
This idea of a truly supportive, collaborative team was also seconded by 
Terry Withers, Sales Manager at UCB Workplace - the professional development arm 
of UCB Theatre. UCB Theatre (Upright Citizens Brigade) is a renowned 
improvisational theatre organization based in New York and Los Angeles whose 
alumni include performers and writers for Saturday Night Live, The Office, and 30 
Rock, among countless other films, commercials, and television shows (UCB Theatre 
• About Us n.d.). During a phone interview I conducted in March 2014, Terry 
discussed his own experiences in the corporate world, and his encounters with 
adversarial idea promotion: “…where you have to knock off someone else’s idea in 
order to promote your own. Improv asks you to cherish the people you’re working 
with.” Terry also echoed Pig Iron’s concept of alternative approaches to complex 
problem solving through the idea of “yes, and…” – this opening of the mind, of being 
more receptive to all ideas, will ultimately yield solutions to problems that perhaps 
seemed unsolvable because people are working as a cooperative team, accepting 
and building upon each other’s ideas. “…celebrating small team victories leads to a 
culture where big victories happen” (Bernard and Short 2012, 42). 
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CONCLUSION: INCREASING AWARENESS OF PERFORMING ART-BASED 
CORPORATE TRAINING PROGRAMS 
 
 
 
All five arts organizations interviewed for this paper stated that they don’t 
have a lot in the way of marketing for these programs. Many come on an “ad hoc” 
basis primarily through word-of-mouth. Quinn Bauriedel (Pig Iron Theatre 
Company) listed a couple ways Pig Iron is looking to raise the profile of its corporate 
training programs this year: “…we are just about to roll out an introduction to this 
work to people in our audience, but also in the region just so they’re aware of it, 
because we haven’t really ever marketed the programs – it’s been with word of 
mouth and connection through Wharton work.”  
Performing arts organizations must expand marketing efforts for corporate 
training programs, which not only increase earned revenue but also raise awareness 
about the role of the arts in the creation of a more innovative and adaptive 
workforce. Both the secondary and primary research conducted not only show how 
the performing arts can play a role in creating a stronger, more productive 
workforce, but it also showed there is a demand for this kind of “alternative” 
training method as more and more corporate leaders seek creativity and innovation 
in their workforce (Thompson and Choi 2006; Tabaee 2013; Crossan 1997). Artists 
have long understood the many practical applications of the arts, but in speaking 
directly with businesses which have utilized performance art-based corporate 
trainings, clear connections are established and help show the rest of the corporate 
 37 
world that performing arts are more than just entertainment or a form of 
expression. 
Of all the performing arts organizations I interviewed, ComedySportz 
Portland has been doing these workshops the longest (since 1993). In the past two 
decades, the organization saw the greatest revenue from these workshops last year. 
Even in a time when the economy is still struggling, businesses are seeing the 
critical need to train workers to be more adaptive and better able to solve complex 
problems. Performing arts organizations need to seize this opportunity to not only 
raise awareness about the practical applications of the arts, but to help diversify 
revenue streams and ensure the stability of their own organizations. However, this 
will require a more robust marketing effort on the part of the performing arts 
organizations.  
Terry Withers (UCB Workplace) mentioned that he feels a lot of their 
corporate training work starts with the audience. Their nationally-known 
reputation and high-profile alumni mean that a lot of professionals take a class and 
then take the information back to their companies. Without any other work on the 
part of UCB, they receive a phone call inquiring about applying principles in improv 
classes to corporate workshops. Those in the arts and culture sector know that 
increasing the marketing budget is a near-impossible task, so starting with the 
current audience seems like an ideal place to start – you already have a group of 
people engaged with your organization, so why not let them know how they can 
take what they are about to see onstage and apply it to their everyday lives?  
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Tami Nelson (The New Movement Theater) mentioned that she’s gotten 
business from people who have come across the website having done a search after 
hearing about the use of improvisational techniques in the workplace at a recent 
convention or event. Appendices B-C and E-M will provide a more clear picture of 
what these businesses are finding in terms of website marketing. In Appendix C 
(ComedySportz Portland’s Teambuilding Page), the reader can see the organization 
has listed a number of issues that improvisational training addresses in the 
workplace. The last issue was something every other arts organizations echoed – 
“Your idea - bring us a challenge - we'll construct a session or   sessions that meet 
your issues head-on.” In regards to marketing, this idea has pros as well as cons. 
While the main topics discussed in this paper were improving customer 
service, communication, leadership skills and team building, all five arts 
organizations interviewed discussed the flexibility that improvisation offers and 
how it can therefore be applied to just about any issue a business or corporate team 
might have. Not only does this increase opportunity and revenue, but it also reflects 
the high quality customer service many organizations strive for. Due to the fact that 
each organization works to tailor the workshop based on the needs of the client, 
there is a sentiment that it can be difficult to find an audience for your product when 
the audience essentially dictates what you provide. As Patrick Short stated, “I’m very 
much driven by what’s in front of us as opposed to thinking about stuff and then 
trying to go find a client for it. We’re in reactive sales.”  
Tami Nelson and Bobbi Block (ComedySportz Philadelphia) both mentioned 
that it can be difficult to find the issues that plague corporations when artists live in 
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a very different realm. Tami specifically mentioned how in order to create a more 
robust program, she would need to speak one-on-one with a variety of people in the 
corporate world to find out what the challenges are that they face. Another issue 
that Terry Withers presented is the idea that while this notion of arts-based 
corporate training programs is growing, that can also mean that a troubled 
organization reaches out without really knowing what issues need to be addressed. 
Being in sales, Terry mentioned that it’s his job to ask a lot of questions to better 
figure out how to help the client, but he finds that many times, the more questions 
he asks, the more unsure some people are about what their company needs. As seen 
below in Figure 1, ComedySportz Portland has done a great job of taking their online 
efforts a step further by not only talking about the issues their training can address, 
but they also provide a list of select goals and objectives that past clients have 
utilized their workshops for in order to better help potential clients examine their 
own needs. 
 
Figure 1 – ComedySportz Portland’s Goals and Objectives Web Page (partial). 
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The two businesses highlighted in the studies, Western National Insurance 
Group and the Wharton Leadership Program, have very clear goals and mentioned 
strong pre- and post-event communication efforts with their respective arts 
partners. Pig Iron and Wharton also have the luxury of having an ongoing 
collaboration that began after a year or so of close evaluation and discussion on how 
the partnership would best benefit the participants. While these types of 
relationships require a greater commitment of time and resources, they allow 
organizations to go more in-depth with their clients, making a greater long-term 
impact. Much like performing arts organizations strive to deepen their engagement 
with current audiences, these organizations are cultivating long-term relationships 
while also diversifying revenue (and potentially their audience). 
In order to better understand how the performing arts can support the 
corporate world, more robust evaluation is needed. The majority of the arts 
organizations interviewed discussed how a lot of feedback happens not only after 
the workshop, but in the moment. Quinn Bauriedel discussed how sensitive actors 
are to immediate feedback – one of the skills a good actor acquires is how to read 
the room and figure out what’s working and what’s not. In the spirit of 
improvisation, if an actor leading a workshop feels something isn’t working, he/she 
just shifts gears. According to Patrick Short, that’s the value having experienced 
actors adds – that’s their expertise. But how can this be recorded in a way to helps 
artists review? Most of the feedback the organizations receive comes from the 
clients. In order to truly develop the most impactful programs, these organizations 
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need to find a way to work with the client to craft evaluations that serve both 
organizations.  
During my primary research, I discovered that Wharton has been doing fairly 
extensive evaluations for years regarding their programs with Pig Iron Theatre 
Company. Unfortunately, I was never able to obtain any copies of these surveys from 
Jeff Klein for use in this paper. Western National Insurance had a short employee 
engagement survey that they sent out after the ComedySportz workshops 
(Appendix D). According to Mara Bain, “It’s an indirect measure of success of the 
program.” The survey helps the company determine if they are reaching their goal of 
increased customer service through employee engagement. It does not, however, 
measure specific outputs, which isn’t necessarily the feedback an arts organization 
would look for, but as research on this topic progresses, it would support the case to 
have quantitative data and measureable objectives to support the stories and 
feedback provided by participants, which currently acts as the primary source of 
evaluation for the performing arts organization offering the workshop. “Data + 
Stories = Proof” (Arts, Culture & Economic Prosperity in Greater Philadelphia 2012, 
1). 
While creating evaluations that can better measure the benefits of these 
types of corporate workshops would be useful in the future, further research should 
also explore any other benefits that performing arts organizations take away from 
working more closely with the corporate sector. If the arts and the corporate world 
share such a similar basis for their work, and businesses are seeing greater success 
by incorporating the arts, it would be beneficial for the arts and culture sector to 
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learn more about the everyday lessons of the business world that could help arts 
organizations grow and sustain. As cost versus revenue were not factors discussed 
in the interviews conducted for this paper, future research should also compare the 
revenue these corporate workshops acquire in comparison to expenses, which will 
hopefully include increased marketing in the future.  
While there are some that may feel this kind of work takes away from the 
mission of a nonprofit (or even for-profit) performing arts organization, one must 
recognize the very basic fact that increasing revenue allows these organizations to 
fulfill their missions. As Quinn Bauriedel (Pig Iron Theatre) explained, the revenue 
that can be generated from a session with Wharton can allow Pig Iron to budget for 
an extra week of rehearsal. And as Patrick Short (ComedySportz Portland) 
explained, this work is not only monetarily beneficial for the organization, but it is 
beneficial for him as an artist to stretch himself in this new capacity as a teacher to 
those who may never have had any background or prior experience with 
improvisation and performing arts. The performing arts organizations offering 
these workshops understand that supporting the corporate world is not their 
reason for existence, but they do see the benefits of expanding the reach of the 
performing arts to businesses and corporations. 
Not only are the artists able to challenge themselves, but the organizations 
are able to use these opportunities as a way to expand their reach and perhaps even 
diversify their audiences. As Alan Brown mentioned during our discussion, by 
helping foster creativity and innovation in a variety of fields that contribute to the 
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economy, these organizations are “contributing to the overall health of their 
community.”  
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APPENDIX A: WESTERN NATIONAL INSURANCE CUSTOMER EXPERIENCE 
FRAMEWORK 
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APPENDIX B: COMEDYSPORTZ PORTLAND – WEBSITE HOME PAGE (PARTIAL) 
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APPENDIX C: COMEDYSPORTZ PORTLAND TEAMBUILDING WEBPAGE 
(PARTIAL) 
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APPENDIX D: WESTERN NATIONAL INSURANCE EMPLOYEE ENGAGEMENT 
SURVEY (CONDUCTED POST-WORKSHOP) 
 
 
 
1) The workshop provided me with information that is helpful to providing a better 
customer experience.  (Rank on 5 pt scale from "strongly disagree" to "strongly 
agree") 
 
2) This was a good use of my time.  (Y/N) 
 
3) I would like to see additional training sessions on the topic of customer 
experience. (Y/N) 
 
4) Is there anything else you'd like to share about the event?  (Comment box) 
 
 
 
Mara Bain |Chief Experience Officer 
Western National Insurance Group - The Relationship Company® 
Serving policyholders of Western National Mutual, Western National Assurance, 
Pioneer Specialty, Umialik, Arizona Auto & Western Home 
5350 West 78th Street, Edina, MN 55439-3101 |www.wnins.com 
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APPENDIX E: PIG IRON THEATRE COMPANY – WEBSITE HOME PAGE 
(PARTIAL) 
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APPENDIX F: PIG IRON THEATRE COMPANY – EDUCATION PAGE (PARTIAL) 
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APPENDIX G: PIG IRON THEATRE COMPANY – LEADERSHIP AND TEAM-
BUILDING PAGE (PARTIAL) 
 
 
 
 
*This page goes on to list the three workshops offered with a brief description of 
each, along with a little background on the Pig Iron Faculty.  
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APPENDIX H: THE NEW MOVEMENT THEATER – WEBSITE HOME PAGE 
(PARTIAL) 
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APPENDIX I: THE NEW MOVEMENT THEATER – CORPORATE TRAINING PAGE 
(PARTIAL) 
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APPENDIX J: COMEDYSPORTZ PHILADELPHIA – WEBSITE HOME PAGE 
(PARTIAL) 
 
 
 
 
 
 
 55 
APPENDIX K: COMEDYSPORTZ PHILADELPHIA – CORPORATE TEAMBUILDING 
PAGE (PARTIAL) 
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APPENDIX L: UCB THEATRE– WEBSITE HOME PAGE (PARTIAL) 
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APPENDIX M: UCB WORKPLACE– WEBSITE HOME PAGE (PARTIAL) 
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